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How Does Virtual Tourism Affect the Real tourism?
A Perceptual Perspective of the "New Generation" in China

Abstract: An integrated model study was proposed blending the diffusion of TAM, ACSI
and expectancy theory to reveal how virtual tourism touches the real tourism from the
perception, attitude, and behavioral intention. Data was collected by questionnaire from
“New Generation” respondents (n=520) via both online and offline survey regarding the
360-degree video virtual tourism of Li River Scenic spot, and the hypotheses were tested
by SEM. The moderating effects of sample characteristics such as gender, age, education
level, usual place of residence and travel experience were also discussed. The theoretical
and managerial implications of the findings, as well as recommendations for future
research, are addressed to enrich the research on virtual tourism at the psychological and
behavioral levels. Moreover, it contributes to promoting the practical application of virtual
tourism.
Introduction
The rapid development of science and technology has provided the tourism industry with
an opportunity for transformation and upgrading. Driven by the Internet and artificial
intelligence, virtual tourism is becoming an integrative application of high technologies
and tourism industry. It has opened a new three-dimensional space (virtual tourism
destination, tourists, and reality tourism destination) for people, and has increasingly
become an important marketing tool for tourism (Zheng, Zhang, and Wen 2021). During
the epidemic prevention and control period when travel activities were restricted, the
global travel and tourism industry has been negatively impacted. In this case, virtual
tourism was becoming popular because it could enable people to experience and learn
about different sites and destinations while staying safe at home , enable museums and
different touristic sites to remain engaged with their public, and even provide job
opportunities for tour guides through the provision of online guiding. However, present
virtual tourism research is still in its infancy, lacking systematic framework and
consistent concepts and rare in high-quality journals. Inadequate understanding of virtual
tourism is largely due to the immaturity of relevant technology application and
theoretical discussion in this field, which will not only hinder the improvement of
consumer tourism experience’s quality, but also lead to great wastes of new products on
the tourism supply side. Therefore, the following questions were addressed to study how
virtual tourism inspires reality:
Q1. How does the virtual tourism experience affect users' intention for field trips?
Q2. Is there any difference in the influence of virtual tourism on different groups
such as gender, age, education level, usual place of residence and travel experience?
Q3. What can we do to make virtual tourism effectively promote the whole tourism
industry?
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These problems are not only closely related to the development at technical level, but also
relevant to the consumer groups who use this technology. Among diverse forms of virtual
tourism, 360-degree video has become the most popular one at present because of its
characteristics of low cost, easy operation and mild effect (Carrozzino and Bergamasco
2010). The 360-degree video developed by Li River Scenic Area is the most common
virtual tourism in China at the present stage, which is highly representative. Now and for
years to come, the “New Generation (based on Millennials and Generation Z, combined
with age division criteria by the UN WHO, this paper selects this group as one who under
44 years old)” will become one of the most critical forces shaping the prospect of virtual
tourism due to its huge proportion, unique consumption views and lifestyles①. Therefore,
it is of great value to explore the influence mechanism of 360-degree video in tourism at
the micro perception level from the perspective of the “New Generation”.
This study made an empirical study on the 360-degree video virtual tourism of Li River
Scenic spot. Taking the “New Generation” as the survey target, the data is obtained by
questionnaire survey both in online and offline forms, and the hypotheses are tested by
SEM. An integrated model study was proposed blending the diffusion of TAM, ACSI and
expectancy theory to study how virtual tourism touches the real tourism from the
perception, attitude, and behavioral intention. The proposed model in turn extends the
application of these theories in the tourism industry. In addition, it also discusses the
moderating roles of gender, age, education level, usual place of residence and travel
experience in this process. Besides, this paper provides some suggestions for the
development of technological and managerial innovation in the whole industry, aiming to
boost the transformation, upgrading and high-quality development of tourism.
Literature Review
Theoretical background
In recent years, it has emerged to explain user acceptance to virtual tourism from the
perspectives of perception, attitude and behavioral intention, providing a prediction basis
for the technological innovation of tourism. In TAM, perception of virtual tourism
mainly consists of perceived ease of use and usefulness of the new technology (Davis
1989; Wu and Lu 2013). From the perspective of technology acceptance, the practicality
(also called utilitarianism) of virtual tourism is mainly reflected in the application and
efficiency of the technology, which can be measured by perceived usefulness. Hedonism
(also known as enjoyment) is mainly reflected in the convenience and enjoyment of the
technology, which can be measured by perceived ease of use (Kim and Hall 2019; Jung
et al. 2020). TAM is helpful for this study to explore users' perception, attitude and usage
intention of virtual tourism itself, but it does not involve users' subsequent reactions,
such as their willingness to visit the corresponding scenic spots after virtual tourism.
①How Does Virtual Tourism Touch the Real tourism?1：Statista Research Department. Distribution of Facebook users worldwide as of July
2021, by age and gender（2021-09-07）[EB/OL]. https://www.statista.com/statistics/376128/facebook-global-user-age-distribution/.
Source 2：Statista Research Department. Share of Respondents Intending to Purchase Virtual Reality Headmounts in the Next 12 Months in
Western Europe in 2016, by Age, Statista.StatistaInc（2016-09-06）[EB/OL].
https://www.statista.com/statistics/671317/purchase-intention-of-vr-headmounts-in-western-europe-by-age/.

2

However, the addition of ACSI and expectancy theory is available to overcome this
limitation.
ACSI is usually used to analyze consumers’ perception and satisfaction of tourist scenic
areas, which helps to explore the effectiveness of new technology for scenic areas. The
variable sof behavior are explicitly reflected in loyalty and complaints, available to
understand the evaluation and behavior response to virtual tourism more concretely and
comprehensively (Fornell et al. 1996). The integration of TAM and ACSI could
effectively be used to understand users’ perception, attitude, and behavior of virtual
tourism (Xu and Huang 2018; Smcl, Jg and Fa 2020). However, they are not enough to
explain the further impact of new technology on real life from the perspective of
motivation, which may hinder the exploration of how virtual tourism activates real
tourism.
Motivation theory is an effective supplement to TAM to explore user acceptance and
behavior (Sr, Ao and Mi 2020). As one of the classical theories about motivation,
expectancy theory could link virtual tourism and field tourism, where the variables of
expectancy, valence, and motivation involved can effectively reflect perception, attitude,
and behavior from the perspective of motivation. Therefore, this paper introduces
expectancy theory to appear as a more reliable predictor of users’ on-field tourism after
virtual tourism based on TAM and ACSI with the decision-making mechanism of
tourists' intentions.

Virtual tourism and virtual reality (VR)
Virtual tourism allows for an attraction’s intangible, as well as tangible, qualities to be
communicated, which enables people to see the world in an immersive way without
going out of their homes. It also offers visitors a number of tools that facilitate learning at
relatively little financial investment. However, there is no consensus on the definition of
virtual tourism. Williams and Hobson (1995) have first proposed virtual travel, which
also pointed out that virtual reality technology affected the development of tourism.
According to Osman, Wahab and Ismail (2009), virtual tourism is “a simulation of an
existing location that is composed of a sequence of video images”. Tavakoli and Mura
(2015) summarized that virtual tourism is to allow people to explore physical places and
spaces in synchronous or asynchronous time in virtual tourist environments rather than
being physically in situ. And the sites are not only representations of existing tourist
physical places and spaces, but also simulations of imaginary places. Lu et al. (2021)
gave a broad definition of virtual tourism, including virtual reality (VR), augmented
reality (AR), live broadcasting and streaming of tourism. Therefore, what is known is
that the virtual tourism is to simulate real scenes or scenes that do not exist in reality to
build a virtual environment for independent interactive experience (Diao 2012; Aguilera,
Alonso and Gomez 2014; Spielmann and Mantonakis 2018), and VR is the main
technical support for virtual tourism. Known as a kind of desktop or mobile-based VR,
the 360-degree video is currently the most popular, the lowest cost, and most mild VR
application (Carrozzino and Bergamasco 2010; Sr, Ao and Mi 2020). In this study, the
3

virtual tourism of Li River scenic spot belongs to a typical application of 360-degree
video, mainly creating immersive visual and auditory experience for users to visit scenic
spots virtually just by operating mobile devices (such as smartphones) according to their
own free will (Li, Li and Song 2021).
The research of virtual tourism began in the 1990s, and it’s currently in an initial stage.
In general, there are only a few papers on the topics of virtual tourism published in
high-quality journals, and the existing researches mainly explore the application value,
technical evaluation, experience of tourists, and development prospect of a specific
virtual technology (most are VR or AR) in tourism. The empirical research with further
integration of technical acceptance, satisfaction, and motivation of users is quite rare,
resulting in the lack of systematic exploration of the new three-dimensional space
(virtual tourism destination, tourists, and reality tourism destination). Therefore, this
study explores the key elements affecting tourists to accept virtual tourism, and clarifies
tourists' attitude towards this technology and their mapping to real life, which aims to
help virtual tourism effectively play its crucial role in the supply-side reform and
innovative development of tourism.

Perception and attitude
Perception is reflected by perceived quality, ease of use and usefulness in this study,
and they all belong to the antecedents variable of attitude. Perceived quality of virtual
tourism (PQVT) is user’s subjective evaluation of virtual travel experience. According to
TAM, perceived ease of use is an important antecedent of user enjoyment of virtual
tourism (Huang et al. 2013; Manis and Choi 2019; T. Li and Chen 2019). While the
variable of expectancy refers to tourists' psychological expectation of the pleasure
brought by virtual tourism in the expectancy theory, which explores the enjoyment from
the perspective of motivation (Xing and Liang 2011; Yue 2014). Therefore, combining
the above two theories to explore enjoyment and hedonic of virtual tourism more fully,
perceived ease of use (PEU) in this study refers to the psychological expectation of effort
required by the users to use the technology with pleasure. Similarly, absorbing the
connotation of valence in expectation theory on the basis of TAM is helpful to do a more
thorough analysis of the practicality and utilitarianism. Therefore, perceived usefulness
(PU) in this paper refers to how much the users think virtual tourism improves their
efficiency of a field trip (Xing and Liang 2011; Yue 2014).
According to TAM and ACSI, PQVT involves many aspects to evaluate the products and
services, such as performance, operation, immersion effect, customization, individuation
and so on. And as an external variable, it has a positive influence on both PEU and PU.
The positive impact of PEU on PU has been validated in lots of technology acceptance
contexts within the tourism industry, such as acceptance of AR (Chung, Han, and Joun
2015) and official tourism destination smartphone apps (Xia, Zhang, and Zhang 2018).
Davis (1989) proposed that PEU is a significant antecedent of PU. Goodwin (1987)
supported this argument by concluding that “It affects how and with what effectiveness a
system is used”. Thus, this study proposes that ( the research model is shown in Fig.1):
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H1: PQVT positively affects PEU.
H2: PQVT positively affects PU.
H3: PEU positively affects PU.
In order to enrich the research on the new three-dimensional space (virtual tourism
destination, tourists, and reality tourism destination), this study divides the attitude into
attitude towards virtual tourism (AVT) and Li River (ALR), extending the study of
virtual tourism from pure technology to the impact of field tourism. Attitudes towards
virtual tourism (AVT) are the positive or negative feelings of users, and attitudes towards
Li River (ALR) refer to the positive or negative feelings held by an individual towards
the scenic spots after experiencing virtual tourism. TAM assumes that perception of the
usefulness and ease of use of a technology determines individual’s attitude toward the
use of that technology (Zhou, Zhou and Wu 2017; Sr, Ao, and Mi 2020). This
relationship is supported by numerous studies. In fact, virtual tourism could be regarded
as one of the products designed by the scenic spot, and the attitude towards the former
can partly determine the overall attitude towards the latter (Wu, Cai and weng 2018).
Thus, the following hypotheses are developed:
H4: PEU positively affects AVT.
H5: PU positively affects AVT.
H6: PU positively affects ALR.
H7: AVT positively affects ALR.
H8: PEU positively affects ALR.

Attitude and behavioral intention
An intention is an initial representation of an individual’s commitment to performing a
behavior (Hunter 2006), and could be regarded as a reliable predictor of one’s behavior
in doing something. Consumer intention is a consumer’s plan for a particular object
(Amanah et al. 2018). Tourists’ behavioral intention to visit refers to the likelihood of
tourists visiting a particular tourism destination (Luo and Ye 2020), it is often divided
into two phases of tourist’s behavior. The first one is the intention to visit before visiting
the destination, and the second one is the future visit intention that occurs after having
visited the destination (Gonzalez-Rodrı´guez et al., 2016). According to the integration
of TAM, ACSI and expectation theory, TBI could be embodied by positive loyalty and
negative complaints. Hallmann et al. (2015) proved that visit intention is a cognitive
dimension of a destination image. In this research, considering the actual experience
process, the tourism behavioral intention (TBI) contains two connotations, which
naturally links virtual and field tourism after experiencing virtual travel. One is the
intention to visit the Li River scenic spot in person, the other one is the willingness to
enjoy virtual tourism in the future. Both connotations include positive loyalty and
negative complaints.
Yue (2014) used tourism motivation to measure tourism intention and regarded it as the
tourism incentive force formed by the interaction of expectancy and valence. Tamilmani
et al. (2020) proposed that attitude has a significant impact on behavioral intention in the
5

study of Indian tourists' intention to use Airbnb. The more optimistic the user is about
virtual tourism, the more willing they are to accept the technology and go to scenic spots
(Wang, Gu and Mei 2005; Zhou, Zhou, and Wu 2017). Thus, the following hypotheses
are suggested:
H9: AVT positively influences TBI.
H10: ALR positively influences TBI.

Fig.1 Proposed research model

Research Methodology
Sampling and Data Collection
Li River Scenic Area is the largest and most beautiful karst landscape tourist area in the
world, which is also honored as a National 5A Scenic Spot and key tourist attraction in
Guilin, China. The virtual tourism chosen by this study is a 360-degree video developed
by Li River Scenic Area, and the respondents were the “New Generation”. Random
sampling methods were used to intercept people in Guilin urban areas and scenic spots,
and questionnaires were also forwarded online through the interpersonal network of social
platforms. In the first method, the respondents were invited to experience the virtual
tourism of the Li River scenic spot through the researcher's tablet computer, and then scan
the QR codes of the questionnaire to fill out immediately, which was the main method of
this survey. The second way was to directly send questionnaire links and QR code online
through social networking platforms and reminded the respondents to follow the steps on
the home page to experience virtual tourism.
Measures
This paper uses SEM to conduct an empirical study on virtual tourism. The questionnaire
consists of a filtering item, basic characteristics of respondents, and items for variables of
virtual tourism. The filtering item is set on the home page to screen survey objects who
have experienced virtual tourism. The basic characteristics of the interviewees include
gender, age, educational background, permanent residence, and so on. The items related to
virtual tourism consisted of 31 five-point Likert scale questions (see Tab.1). Confirmatory
factor analysis (CFA) was performed using AMOS 26.0, while SPSS 26.0 was used for
descriptive analysis and exploratory factor analysis (EFA).
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Tab.2 Variable measurement items
Perceived quality of virtual tourism (PQVT )
PQVT1
PQVT2

Picture quality: interface design, clarity, resolution, etc
The scenery presented: the sense of reality, beauty and scope of vision of the scenery, etc

PQVT3

Indicating information: arrow, name of scenic spot, text service, etc

PQVT4

When I personally operated and experienced virtual tourism, I felt as if I was in the scene of Li River Scenic
spot
This way is very free. I can arrange scenic spots, order and stay time according to my own will

PQVT5
PQVT6

This way saves money and energy. I can browse by phone and computer anytime and anywhere without
going to Li River personally

Perceived ease of use (PEU)
PEU1
Virtual tourism of Li River Scenic Spot is a simple and fast way to experience
PEU2

I can easily and flexibly operate various functions in the virtual tourism of Li River Scenic spot

PEU3

The Li River scenery and text annotation in the virtual tourism are simple and clear

PEU4

The virtual tour of Li River Scenic spot made it easy for me to obtain the tourism information I needed

Perceived usefulness (PU)
PU1
The virtual tour enabled me to obtain a lot of information about Li River Scenic spot
PU2

This virtual tour gives me a clear idea of what Li River Scenic spot is like

PU3

The virtual tour of Li River Scenic Spot can improve my travel efficiency

PU4

The virtual tourism of Li River Scenic Spot has met my personalized needs

PU5

The landscape facilities and overall environment displayed in the virtual tourism of Li River Scenic Spot are
all credible, which can provide reference information for my field travel

Attitudes towards virtual tourism (AVT)
AVT1
I think it's a good idea to use VR to visit Li River Scenic area
AVT2

I am very satisfied with the overall image of Li River Scenic Area displayed by the virtual tour

AVT2

I like to visit Li River Scenic Spot in VR mode

AVT4

In general, I am satisfied with the virtual tourism of Li River Scenic Spot

Attitudes towards Li River (ALR)
ALR1
After virtual tourism, my expectation of field tourism in Li River Scenic Spot increased
ALR2

Virtual tourism makes me think that Li River Scenic spot can meet my tourism needs

ALR3

This virtual tour makes me think that Li River Scenic Spot is a pleasant place

ALR4

This virtual tour makes me think Li River Scenic Spot will be interesting

Tourism behavioral intention (TBI)
TBI1
I will continue to use this kind of virtual tourism to visit scenic spots in the future
TBI2

When I want to travel in the future, I will give priority to experiencing virtual tourism

TBI3

I will do some negative publicity for Li River Scenic Spot

TBI4

I will do some negative publicity for virtual tourism in Li River Scenic Spot

TBI5

I will publicize and recommend Li River Scenic Spot

TBI6

I will publicize and recommend virtual tourism of Li River Scenic Spot

TBI7

After experiencing the virtual tour of Li River Scenic Spot, I became more willing to travel there

TBI8

After experiencing virtual tourism, I plan to travel to Li River Scenic Area in the future

Data Screening and Analysis
The final number of questionnaires was 572, then 520 questionnaires were reserved with
an effective rate of 90.91%. The mean value of items related to the intention to use virtual
tourism technology was 3.82, and that of items related to the intention to use field tourism
was 3.90, showing the optimistic development prospect of virtual tourism in the “new
7

generation”. In the further test, in order to ensure the quality of the structural equation
model, this study deleted and adjusted the items according to the ideal index values
(deleted items 6, 14, 25, 26, 27 and 28 in the questionnaire), and then tested and analyzed
the final model.
In order to study the influence of demographic characteristics and personal experience on
travel intention, this study adopts single-factor ANOVA test and independent sample T
test to conduct sample difference analysis. The results show that there are no significant
differences between the samples of different genders, monthly economic income,
permanent residence and whether they have been to Li River. Tourism behavioral
intention becomes weakened with the improvement of age and educational background,
while increases with the enrichment of virtual tourism experience.
Results
Respondents’ profile
After descriptive statistical analysis of the questionnaire data, the demographic
characteristics of respondents are as follows (see Tab.2): male accounted for 44.6 %,
female accounted for 55.4 % ; among the “New Generation”, the largest proportion was
15-24 years old accounting for 67.5 %; the proportion of junior high school and below,
senior high school or technical secondary school, college, undergraduate and graduate
students was 10.4 %, 23.3 %, 8.5 % and 41.5 % respectively ; 61.9% of respondents had
an income below ￥3, 000, 1.5% earned above ￥20, 001; 38.3 % of the population live
in Guilin, and 61.8 % live outside Guilin.
Tab.2 Description of the respondents（n=520）
Profile

Category

Gender

Male

44.6

Female

55.4

≤14 years old

6.9

15-24 years old

67.5

25-44 years old

25.6

Junior High school or below

10.4

High school or technical secondary school

23.3

College degree

8.5

Bachelor's degree

41.5

Postgraduate and above

16.3

≤ ￥3000

61.9

￥3001-￥5000

13.5

￥5001-￥10000

16.2

￥10001-￥15000

5.2

￥15001-￥20000

1.7

Age

Education

Monthly profit

Percentage(%)

8

≥20001￥

1.5

Usual place
of residence

In Guilin

38.2

Outside Guilin

61.8

Have you experienced virtual
tourism before?

Yes

36.2

No

63.8

Number of trips to the Li River

Zero

42.3

Only once

30.8

More than once

26.9

Reliability and validity analysis
The Cronbach’s α of each construct exceeds 0.7, indicating good reliability. This paper
evaluated the validity of data from convergence validity, and discriminant validity. Firstly,
KMO=0.963, Bartlett’s test of sphericity was significant (P=0.000), all constructs met CR >
0.7, AVE > 0.5, and the factor load of all measurement items significantly exceeded 0.6 (p
< 0.001), suggesting that convergent validity was great (see Tab.3). Secondly, this model
fit (χ2/df =3.713, TLI=0.922, NFI=0.905, CFI=0.932, RMSEA=0.065) was better than any
other competitive models, showing that it has a ideal discriminatory validity.
Tab.3 Measurement model test
Constructs

Measurement items

Factor loading

Cronbach’s α

CR

AVE

PQVT

PQVT1

0.729

0.858

0.8596

0.5511

PQVT2

0.809

PQVT3

0.733

PQVT4

0.744

PQVT5

0.692

PEU1

0.708

0.829

0.8297

0.5494

PEU2

0.729

PEU3

0.782

PEU4

0.744

PU1

0.763

0.844

0.8450

0.5777

0.886

0.8909

0.6718

0.864

0.8665

0.6191

0.804

0.8122

0.5274

PEU

PU

AVT

ALR

TBI

PU2

0.83

PU3

0.731

PU5

0.711

AVT1

0.751

AVT2

0.835

AVT3

0.819

AVT4

0.869

ALR1

0.772

ALR2

0.749

ALR3

0.791

ALR4

0.833

TBI1

0.563

TBI6

0.613

TBI7

0.857

TBI8

0.826
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The structural model
According to the results of confirmatory factor analysis, the model fit provided satisfying
results (χ2/df=3.200, NFI=0.902, CFI=0.930, IFI=0.931, TLI=0.921, GFI=0.877,
AGFI=0.849, SRMR=0.047, RMSEA=0.065), indicating that the theoretical model and
data in this paper had ideal goodness of fit. As shown in Tab.4 and Fig.2, H1, H3, H4, H5,
H7, H8, and H10 were accepted, while H2, H6, and H9 were not accepted.
Tab.4 Hypothesis test results
Path

Standardized
regression weight

S.E

C.R.

Sig

Test results

H1

PQVT→PEU

0.892

0.055

14.962

***

Supported

H2

PQVT→PU

0.121

0.118

1.011

0.312

Unsupported

H3

PEU→PU

0.774

0.138

6.039

***

Supported

H4

PEU→AVT

0.485

0.123

4.834

***

Supported

H5

PU→AVT

0.408

0.113

4.101

***

Supported

H6

PU→ALR

0.100

0.094

1.086

0.278

Unsupported

H7

AVT→ALR

0.644

0.070

8.337

***

Supported

H8

PEU→ALR

0.203

0.104

2.169

**

Supported

H9

AVT→TBI

0.124

0.100

1.075

0.282

Unsupported

H10

ALR→TBI

0.740

0.120

5.908

***

Supported

Hypothesis

Fig.2 Structural model
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Bootstrap analysis was used to further explore whether there is a mediation effect in three
unaccepted hypothetical paths. At the 95% confidence level, the sampling number of
Bootstrap was set to 5000 to investigate the standardized mediating effect of the three
paths “Path A1: PQVT-PEU-PU”, “Path A2: Pu-AVT-ALR” and “Path A3:
AVT-AlR-TBI”. The results of hypothesis and mediation test showed that PEU completely
mediated the effect of PQVT on PU, and ALR completely mediated the effect of AVT on
TBI.
The multi-group structural equation model was used to explore the moderating effects of
gender and virtual tourism experience. And the results show that gender and virtual
tourism experience have negligible influence on the structural equation model in this
study.
Conclusion and Discussion
This study proposes an integrated model to reveal the process of virtual tourism affecting
real tourism from the perspective of the “New Generation”. The path of virtual tourism’s
impact on the “New Generation” tourism intention is : Firstly, PQVT directly affects PEU,
and then positively affects PU. In this process, PEU also acts as an intermediary between
PQVT and PU. Furthermore, PEU and PU positively influence AVT, and PEU also
positively affects ALR. Finally, AVT positively changes ALR, thereby impacting TBI. In
this process, ALR is also an intermediary between AVT and TBI. In addition, it is also
found that the intensity of the effect of being touched by tourism intention will be
weakened with the increase of age or education level of virtual tourism users, and will be
significantly enhanced with the enrichment of virtual tourism experience. However,
gender and virtual travel experiences had no significant moderating effect on the path.
Theoretical Contributions
On the one hand, this paper contributes to TAM, ACSI and expectancy theory in tourism
by integrating and extending them to construct a conceptual framework of the influence of
virtual tourism on micro psychology and behavior. Through empirical research on the
main force of the future consumer market in the next few years, this study revealed that
perceived ease of use plays a more important role than perceived usefulness of virtual
tourism, which is an interesting one not covered by traditional TAM. This phenomenon
may be caused by the consumption concept of the “new generation” and the immaturity of
virtual tourism technology nowadays, showing that the new generation pays more
attention to the ease of use and the enjoyment of virtual travel experience instead of
practicality. On the other hand, this study demonstrated that virtual tourism has an
important influence on the intention of field travel and has an optimistic development
prospect. These findings are helpful to clarify the interaction mechanism of the ternary
space of “virtual tourism destination, tourist destination and real tourism destination”, and
provides a theoretical reference for the transformation and integration of virtual tourism
and real tourism.
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Practical Implications
In terms of technology introduction in tourism, the usability and enjoyment of virtual
products should be paid more attention. The characteristics of virtual tourism transcending
time, space, and economic restrictions are fully explored and utilized, to make up for the
traditional limitations of field tourism due to the COVID-19 pandemic, scenic spot flow
restriction, heritage protection, and other reasons, and reserve potential tourists for the
long-term sustainable development of scenic spots. In terms of management and operation,
it is necessary to provide conditions for the sustainable development of virtual tourism. In
the process of continuous optimization and quality improvement of virtual tourism, we
should timely understand tourists' attitude and willingness to use virtual tourism by means
of a survey, interview, and research, and correct and adjust the input of supply-side
resources according to market demand. Correctly coordinate the relationship between
virtual and real tourism, and maximize the comprehensive benefits of tourism, such as
economy, society, and environment.

Limitations and Future Research
The limitations and future prospects of this research are as follows: the influence of
tourists' existing impression on scenic spots before participating in the survey is not
excluded. In future research, groups with little knowledge of the selected destination or no
experience of visiting the selected destination can be selected for research. Moreover, with
the rapid development and innovation of science and technology, other types of tourist
destinations or more mature virtual tourism technologies can be selected for future
research.
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